The primary purpose of this study is to examine the relation ship between foreign brand name translation and product related cues?such as physical quality, perceived origin, and brand name?on consumers' perceived quality, price, and pur chase intentions. In translations from alphabetic to character based languages such as Mandarin, two generic methods of brand name translation are available: (1) direct translation for the meaning of the brand name and (2) phonetic translation for the pronunciation of the brand name. The results from a series of structurally related experiments designed to investigate the effects of brand name translation in a cross-cultural context in dicate that for an unknown brand, a phonetic translation may be mandatory, whereas for an existing strong brand name, it may be best to retain the original name.
Asian (ESEA) markets reveals that products often carry brand names
that are translated from the original names. Two generic methods of brand name translation are available:
(1) direct, that is, resulting in a different-sounding but same meaning name in the local language, or (2) phonetic, that is, resulting in the same sound but perhaps different meaning in the local language (Chan 1990 The pretest found no significant difference in connotations among the four brand names (F(3, 47) = 1.049, p > .388). esized education x quality interaction was found (Figure 2) . 2) . It therefore appears that there may exist a cultural halo in human judgment. 2), phonetic (49.3), and direct (41.3) . According to Scheffe's multiple comparison procedure (Keppel 1982), sig nificant differences were found only between the directly translated brand names and the others (p < .05).
General Overview of Experimentation

Conclusions for Experiment 1
Conclusions
for Experiment 2 Ht is not supported, but the findings suggest that in the case of a familiar brand name, the retention of the original name with phonetic translations may provide the best options. The significant education x brand interaction was due to a crossover for the phonetic translation (see Figure 3 ). This did not support H2, because the findings suggest that a direct translation of a familiar brand name may not work, surpris ingly, even with Mandarin-educated subjects. The pattern of the education x quality interaction was substantially the same as for Experiment 1. The only support for H4 was found with the brand x quality interaction for perceived price (see Figure 4 ). The results with regard to physical quality were also similar to those of Experiment 1 and provided further strong support for H3. There were significant main effects for physical quality, and the order of the means was in the ex 
